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    With the development of the society, the online shopping has become an 
indispensable part of daily life. Although it can bring great convenience to the modern 
life, it has also led to the problems featured by the lack of credibility. When carrying 
out the online activities, some enterprises will resort to illegal marketing and even 
deceptive marketing that force those consumers to purchase immediately. The 
cashback for favorable comment is one of highly controversial marketing strategies. 
Some enterprises have taken advantage of it to simulate those consumers for rapid 
purchase. On the other hand, it will also expose the ill intention of the enterprise to 
those consumers, which weakens the purchasing intention. Hence, there has arisen a 
question as to whether the cashback for favorable comment will give those consumers 
an incentive to make the online purchase or discourage those consumers from making 
the purchase after they perceive the ill intention of the enterprise. At present, there has 
been no research into this problem.  
On the basis of signal theory, homo economicus and marketing ethics, this paper 
will take the sales factors and moral factors related to the cashback for favorable 
comment into consideration. It will also research the influence of the cashback for 
favorable comment on the consumers’ purchasing intention. This paper has conducted 
tcashback for favorable(yes VS no)*sales amount(low VS high)and cashback for 
favorable(yes VS no)*moral reminder(yes VS no)experiments to examine this 
problem. The experiments have led to the following conclusions. Firstly, in the 
context of low sale, the cashback for favorable comment will weaken the consumers’ 
purchasing intention. Secondly, in the context of high sale, the cashback for favorable 
comment will not significantly influence the consumers’ purchasing intention. Thirdly, 
when those consumers are informed that the cashback for favorable comment is 
illegal, it will weaken the consumers’ purchasing intention. 
This research has also made some theoretical contribution. Firstly, based on the 
signaling theory, homo economicus and marketing ethics, it has taken the lead in 















online purchasing intention. Secondly, based on the sales and moral factors, it has 
explored the influence of cashback for favorable comment on the online purchase 
intention in different contexts. Thirdly, by means of experimental design and 
statistical analysis, it has made the empirical analysis on the influence of cashback for 
favorable comment on those consumers’ online purchasing intention.  
Moreover, the finding of this research will also provide some reference for the 
enterprise activities on online purchase platform. When there is some indication 
pointing to the poor enterprise reputation or product quality, the cashback for 
favorable comment will reduce those consumers’ purchasing intention to an even 
lower level. Hence, this paper suggests that the enterprise should give up the cashback 
for favorable comment. It will also help regulate the shopping order in the online 
purchase platform. In a word, this research has proposed that the enterprise and 
consumers should cease to use the cashback for favorable comment. 
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